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Budi Hariyono, 08311019, Analisis  Positoning Mobil Jepang dan 
Competitor Berdasarkan Marketing MIX di Kota Surabaya, Manajemen, 




Penelitian ini bertujuan untuk mengetahui dan menganalisis posisi produsen 
mobil Jepang dan Competitor berdasarkan Marketing MIX di kota Surabaya. 
Dengan menggunakan sampel 100 responden pemilik atau pengguna mobil 
produksi Jepang dan pesaing di Surabaya. Dengan menggunakan alat analisis 
multidimensional scalling terdapat varibel yang di petakan menurut marketing 
MIX seperti Product pada kuadran I, place pada kuadran II, price pada kuadran 
III, promotion pada kuadran IV dan produk yang diteliti adalah Mobil Jepang 
dan pesaing. Hasilnya merk MITSUBISHI, NISSAN dan HONDA pada 
kuadran Product, merk DAIHATSU, MAZDA, HYUNDAI pada Place,  merk 
MERCEDEZ BENZ dan BMW pada Price, dan  kuadran Promotion ditempati 
merk TOYOTA dan SUZUKI. 





Budi Hariyono, 08311019, Analyze the Position of Japanese Car 
Manufacturer and Competitor Marketing MIX based in the City of Surabaya 





This study aims to identify and analyze the position of the Japanese car 
manufacturer and Competitor Marketing MIX based in the city of Surabaya. By 
using a sample of 100 respondents owner or user of the Japanese production of 
cars and competitors in Surabaya. By using a multidimensional scaling 
analysis of the variables are mapped according to marketing as Product MIX 
in quadrant I, place in quadrant II, in quadrant III price, promotion in 
quadrant IV and investigational products and competitors are Japanese cars. 
The result is the brand MITSUBISHI, NISSAN and HONDA in quadrant 
Product, brand DAIHATSU, MAZDA, HYUNDAI on the Place, the brand 
Mercedes-Benz and BMW in Price, and Promotion quadrant occupied brands 
TOYOTA and SUZUKI. 
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